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ABSTRACT 

A practical process for developing or improving 
student recru'tment programs for Catholic schools is presented in 
this handbook Planning for and preparing the recruitment program is 
discussed in the first half of the dociiment. The booklet reviews the 
process of assessing the school, its program, and its image; 
identifying the financial, material, and human resuurr^^s available to 
support recruitment efforts; and e^^aluating the audience for the 
recruitment effort in terms of its needs and expectations. The 
booklet then suggests methods for generating recruitment strategies 
appropriate for the needs identified. The section ccncludej with a 
review of the role of the Director of Admissions, an appreciation of 
the value of the "Thank You," and a comment on the importance of 
having a written plan. The second half of the booklet discusses 
methods for presenting the student recruitment program, including 
using brochures and other printed materials, audiovisual 
presentations, using the mass media, welcoirlng school visitors, 
making recruiting trips to other schools, holding open houses, and 
establishing connections with feeder schools, parents, and parishes. 
Keeping adequate records and evaluating the recruitment effort are 
also covered. Appendixes advise on countering negative images 3tnd 
using students in recruit!nent efforts. (PGD) 
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About the Author 



AT7iy R GihsOtl has been nnoKcd in admi^s\>ns and recruitment for the past 
nine years at Mera High Schcx^l m Baltimore, MI) Her experiences in the 
field include "earl\ visits to over thirt\ elementar\' schools, the coordination 
of numerjus in house '■ecruitment acti\ities c'pd the writing, editing and de- 
sign of the school's recruitment litv^rature and graphic ads Diretior of Ad- 
missions from 1980 to 1985, she recent K \\as appointed to the position of Di- 
rector of Development and Public Relations Ms Gibson's additional duties at 
Mera are teaching English and Latin, coordinating the performing arts pro- 
gram, moderating the film club and directing the Memor P'-ogram, an inde- 
pendent study course in career development 

Ms Gibson holds a Bachelor of Arts degree in English and Music from the 
Cx^llcge of Notre Dame of M?ryland and a Masters in Educational Adminisira- 
lum from Lovola College in Baltimore Her pre\ious teaching posts were 
with two Cathohc elementar\' schools, St Marvs in Br\amown, MD , and St 
Mar\ s in Baltimore Ms Gibst)n h s ser\ed as consultant to Mar\land Public 
Broadcasting for an educatu)nal program on Southern Maryland and has 
published several articles in Maryland Magazine 
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Develcpnient, ds promoted b\ the NCEA, is not only 
the attraction of more funds to an institution or 
program Development is a process which calis 
the institution and ali oi its members to public accountabilit\' 
for the goals and purposes of the msti tut ion's existence In 
the case of educational programs de\'elopment focuses on the 
recruitment and retention of students The best programs, m 
,schooIs or parishes, have no impact unless they attract the 
t\pe of active students for which the\' were designed 

Recruitment and retention are not unmentionable words in 
Catholic circles They are words which in more religious cir- 
cles can be called evangelization This "how to" book details 
the prcxess by which students can be recruited and retained 
in Catholic educational programs Recruitment will demand a 
price of time, energv' and financial resources However, once 
we have built substantial educational programs thev deser\^^ 
worthwhile recruitment techniques 

Ms Amy Gibson joins our series of "how to" authors with 
much expertise in the area about which she w rites All of us 
who will use this b(X)k thank her for a work which shows her 
dedication to Catholic education 



Rev erend Robert J Yeager 
Vice FresKienty'Devek)pmeni 
March 12, 1986 




\s an hnglisb IlmlIkm aiKl dcxoiiv ol fine wiiting, 1 
tcvl I must apologi/c tor tlie Lontaiipoian qiMlitx 
L r{ iin prose !n an dton to tind tlie n^lii intornuL 
praLtiui! st\lc* I !u\c* din^ulcd a tew nioditiers and ireatixeK 
arranged a scnccixc or two l.cst ni\ ei^litli ^radc Hn^lisli 
leadicr dcsLCiKl ujion fiic w ith her red pen, 1 attirni tliat 1 did 
11 on purpose, :n the ^ood ^raies ot Tom >\olte ar.d otlvr liar- 
hmgers ot the decadent tiuure 

The e\|)eneiKes that I ha\e liad as I^ireetor o! Admissions 
and slIkk)! reLruiter were under tlie direction ot Sister Carol 
\: >\ heeler. RSM, PriiKr|xil at Mere\ Hi^^h Seliool. liiltiniore, 
swice 19^7 and Sister An^^eLi Mane Kbberwein, RSM, Mera 's 
.\ssisiant Principal tor ti\e \ears and now the proxiiKial ad- 
ministrator ot the Sisters ot Meicv iVo\ iikc ot iiiltimore Our 
suLLCss at MerL\ has been due in lar^e pan to their ^ood 
heads, kind hearts ap.d hard work in i^lannini^ a eoliesne and 
philosophic a 11\ sound recruitment |)ro,^rani 

Special thanks go to Sister Carol H NX heeler, Kevin NXhite- 
liead and m\ husband, foe I' Compton tor assisting with the 
preparation of this manusLrijM, anu to I)r losejih Proccacim 
ol lo\ola (.(,.iege, Baltimore toi sharing the results of his re- 
seaich on (.atholic schools 
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Student 
Recruitment 

AmyR. Gibson 



IntroduC' tudcut recrunnicm is n new concept \ov most Catholic 

ffQfl ^^^^ institutions PrcniousK supported b\ burgeonnig en- 

^v.^^ roMnients and noinnial tuition.\ Cathoiic schools are 
now faced with the dual crises of other educational groups, 
public scliools inilucied Huctuating enrollments and spiral- 
ing costs 

Recruitment, however need not be viewed as an unpleas- 
ant necessitv It can be a healthy process that reveals a 
school s strengths, bolsters student and facult\' pride, and fos- 
ters a sense of cooperatK)n and colleagueship among schools 
within a communit\ Competitiveness should not be the 
watchword of recruitment G(K)d sense savs thai the success 
o\ one sch(K)l helps all schools Student recruitment at its best 
presupposes meeting the needs of the individual student as 
well as those of the school in an arena of posit pv and helpful 
.^sociauon with neighboring educational institutions 

The whole point of student recruiiing centers on the word 
need — the net d of a student to hnd a school that will develop 
his or her academr and personal potential and the need of 
the school to replenish its ranks with students who respond 
to (lie kind of institution it chooses to be The task, tnen, for 
an\ school or religious educaMon program is to portra\ its in- 
siiiuiion as sincerelv as possible The chaos and unhappuies., 
that result from false expectations create negative public re- 
iaiions that nia\ take vears to rectify- 

Student nvruitmeni must he viewed within a framework 
of overall public relations, one that includes the internal com- 
niunit\ of facuirs; students, parents and alumnae, and the out- 
siik.' audience of potential students and parents The overlap 
of PR techiiKiues is considerable, and it is next to impossible 
to achieve a fulK devek 'X'd recruitment program, including 
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l^roLiiLircs, A\ aids and advo iismg, witliout die Lontcxi llia^ 
piil^liL rdanoiis can provide Kclkikiiicik and pul^liL rda- 
iions sopliisdLatcs lia\c nodittiLulh i^laiing icLiuanicni 
widun a iuK\\ slIiooI niarkciing plan Tins business tcrnunol- 
nia\ tVii^liKMi sonic. biU the LoiKcpt is i!k* same, discov- 
Liiiig a need and siippKip.^ a produet li is to be hoped that 
C.atholiL schools laii sei/e the Ix'st troiii our high teeli world 
and pu: It to work within the traditional traiiiework ot Cliriv 
tiaii \alue> and pi\ktKes 

Tins liaiidbouk IS a manual ot basa steps desii^hed to pro- 
duce a c^ual'tv recruitment program which meets the goals of 
a pa'ticula* institution It is written so as to be easiK under- 
stood b\ I. lose adniimstiators just beginning to look at re- 
tail tnieiit, bo\Ne\er. some ot its ideas wil! be usctul to sciiooLs 
alreacK engaged in toiiiial programs 

The aim ot this publication is to assist elemeiitar\ and see- 
oiidarv schools as well a.s leligious education piograms An 
eMort has been made to j^rox ide lelevaiit examples tor all 
three an as The two main section i ot tlie handbook. Prepar- 
ing a Keeruitment Progruii ' and Presenting a Keciuitiiiem 
Program ' present ap oigani/ed plan ot action winch can be 
et tec ted o\er a iweKe iiioiitli period It is iiiipoi taut to recog- 
ni/e that recruitment cannot be conducted within a vacuum 
!l must cheertulK acknowledge and iii\'o!\»^* the entire school 
conimumtv U recjuires lime, energy, c reaii\ lU and patience It 
!s best not to rush into such a \eiiture The more time given 
to planning, the iiioic successtul a recruitment campaign 
promises to be in practice and results 



Pooling of (-atholic schools are tortuiuie in bcuig piotessionalK con 
Resources nectedtlir(.jgli each dioceses Division ot .Scliools and Ottice 
ot Religious Hducatioii Some thought should be given to a 
collective ettort ot schools or religious education progiaiiis 
within a geographic area The ' Pieparatioii ' process would 
be liaiidle(J within each school with the pooling ot tindmgs 
Tile resulting writieii plan wou^ encop.^^a.ss gioup goals and 
recruitment strategies, such as \ combined advertising cam- 
paign and a shared ojxMi house date 

The ob\!()u> advantage i.s that the outlav ot moiiev and nine 
lor the institutions involved would be greatK leduced The 
^ project might even be coordinated through the diocesan of- 
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ticc while lliis haiulhook docs not speak sjx\itk.ill\ lo a 
1^1 oup I lie steps tow a 1x1 (he huildii\uot asUiool s oi reiii^ious 
ediiuidon program s reu urnient plan v..r. easjK be mier- 
picted loi a collahoraii\eeHoit 



Preparing 
A Recruit- 
ment 
Program 



Pieparaiion an oi\uoing j^ivKess m an\ siKcesstul recriiit- 
iiieni j^ro,urani. shonkl pinpoint a schot)! s sireni^ths and 
weaknesses It should jxox ide a necessaix focus to deal with 
both the ahocation ot time and nione\ and the demands ot 
pLibliL sciutin\ Just how nian\ recruitment tools are close at 
hand will also be re\ealed thiough pieparation 

The major steps eo\ered in this seetion bet^in with three 
h^riiialh conducted assesMiients — ot the sdiool its rt sources 
and lis audience — designed lo iinoKe e\er\ groi p associ- 
ated with ihe institution and the conimunitx u serves "(ien- 
erating Strategies allows tor continued inxoKemeni ot stu- 
dents. tacultN, iiaren(S and alumni ae in eis( o\cring cieaiue 
ideas to actiie\e a school s goals The decision as to who will 
do all of the work geneiated b\ caiet'ul planning is discussed 
in Ihe Director of Admissions Ihe jircparadon stage ahso 
includes the acknow iedgenient ot an important public rela- 
tions rnainsta\, the thank \ou I-inalK, ilu written plan exen- 
ii'alK de\ eloped, lesults from the sifting and ordering ot m- 
torniation obtained through j^re\ious pianniiii^ sessu)ns 

The preparation sections in this handbook are lengthx and 
sj^eak to the imjioriance (^t the j^iocess Allow enough time 
tor piepaiation, at lea^-t scwral months It might e\en he nec- 
essarx to plan tor a \ Mr j^rior to making a major hiring iiioxe 
or budgeting a large sum towards recruit men: 



Assessing Your School 

A close examination ot \oui school - its jxiblic image, ac- 
ademic and co-curnculai otfcimgs tacult\, students, paienls, 
c^lumnrae and campus tacilitics — can \ leld a wealth ot inlor- 
mation ^bu need to be on top ot what is Iknpemng in \oLir 
school, where :ts assets and liabilities are, in ordei to present 
the juiblic with the realit\ ot what \ou are abou! In addition, 
^ the assessment ot students, parents and alumni ae can pio- 
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\ idc \()u with a ibcLis on \our clientele, the kind oi indix uluaKs 
who haw been attracted to \oLir school m the past 

An assessment of voiir public image, what people think 
about \our school, is a crucial beginning Vv'hilc adminisin,- 
lors or pastors ma\ think the\ haw a handle on their school's 
image, it is important to ask arounu, to surwv a schools var- 
ies IS publics PLH)ple can perceive the exact same thing in dif- 
ferent \\a\s, this phenomenon makes an\ dealings with the 
public a riskv business I^^ople make judgments out of their 
own likes and dislikes, their own life experiences, beliefs and 
prejudices Find out how \our publics perceive \'our school 
The process will also re\'eal a lot about those yo i question 

lasted below are sewral suggestions for assessing your 
public image 

• Assemble groups of parents, alumni/ae, tacultv and stu- 
dents to discuss iheir perceptions of the school Make 
the number small enough to encourage interaction, be- 
tween 10-20 pet)ple, and meet with each group sepa- 
ratelv Barents, for example, might not be forthright if 
teachers are present, etc Don t )ust ask participants 
whom vou know will give favorable resjjonses Be open 
.() the possibilit\' of hearing neg.:tive,s Choose partici- 
pants with a variety t)f backgroui ds The students in 
\OLir group, for example, should (ome from different 
neighborhoods, academic strengtus and levels of in- 
volvement in tlv sch(K)l 

• Design a questionnaire to distribute to parents, students 
and faculty It can ask for specific responses or can be 
open ended Some prepared questionnaires are avail- 
ible through orgj^nizations such as National Studv of 
School Evaluation (S201 I>eesburg Pike, Falls Church VA 
22041) 

• Question key people in the communit>; such as, the pas- 
tor and . Kiates, deacons, parish staff and parish coun- 
cil members, personnel from neighboring parishes, Di 
vision of Schools administrators, cit\' or town officials, 
communirv' leaders, businessmen and businesswomen, 
etc Past parents are a group that could be included in 
this survey or in the hrst sur\'ey above You might want 
to question members of the above groups informally 
Use interested parents and alumnae to help with this 

... 12 
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lask, cspccialK it 'ihc\ ha\c connccuons to a member o\ 
one tlic allow groups 

Compile the results It the image of voiir school is a favor- 
able one. iu)ie ihc s^jc^ili^ lea^v/ii^ Thc-K^ ^.ar. he oi Ci^c 
\oLi during sirateg\ sessions later on ror this reaMMi, having 
someone act as secretary during discussion groups is helpful 

Negative aspects in vour image require careful thought . 
Mm will need to distinguish between your school's reality ' 
and Its image If the image assessment points up difficulties 
that are rooted in fact, these must be acknowledged and 
steps taken to correct the problems A willingness to be up 
front about this, to answer questions honestly to admit 
pr;^blems are being dealt with, usually garners a favorable 
public 'esponse 

In a recruitment campaign, the public wants the truth 
about a school, it wants the re il s».parated from am mvths 
or rumors While the expectat on is hat you will put your 
best toot forward, it is unethical to misrc, ent vour 
school to the public Misrepresentation (/t an\ kind creates 
bad public relaiuMis, inside and outside of \our school 
(Further strategies for handling a negative public image 
can be tounu in Appendix A ) The bad news is that profes- 
sionals estimate ibai it takes tr^^m hve to ten vears u) 
change a negative puhhc image 

A school assessment must inchide a close critical look at 
\our academic strengths and weaknesses What does your 
school do best> Are jdents getting solid training in reli- 
gion, reading and writing, math, science am' .ritical think- 
ing skills*'' Are there an\ particularlv noteworthy or innova- 
tive programs, such as community volunteer sei vices, 
computer science or high school/college placement'' Do 
co-curricular activities develop individual student talents in 
areas such as leadership, sport«^. the tir.e arts and )ournal- 
isni'' 

Weaknesses in vour curriculum must be addres.sed if 
onl\ because you will be asked about them Your best bet 
IS to acknowledge them and do what you can to meet par- 
ticular curricular needs thrv)ugh creative methods For ex- 
ample, if an art teacher cannot be afforded tield trips to 
museums or volui tcer workshops by parents or alumni/ae 
might be considered 

Often, a school assessment will turn up a number ot ex- 
isting programs which can be used for recruitment pur- 
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poses >X'h\ rccltrLri the cncr^\ ot admuiistr.aors and Lk- 
uli\ when \()>i mii^hi alreadx ha\e scheduled e\ents thai 
can be opened lo ihe public Sports contests, cultural per- 
foimjiicev special li:ui\i»ies i,r celebratKms. Catholic 
Schools VCtok e\ents, ba/aars or traditional hohdav occa- 
sions — ail can be tailored for guests Surve\ teachers tor 
creative classrocMi projects and consult parents and 
alumni/ae organizations about their \earl\ calendars 

The next sten is to assess the strengths and \veakne^ses 
ot \orr facultv '^he number of advanced degrees, profes- 
sional associations, \ears of experience and length of time 
at the school are of interest to potential students and par- 
ents A faculty profile c\in be extremeK helpful in a religous 
education recruitment e^ort The training, life experiences 
and personal concerns ot the Director of Religious cduca- 
Mon and staff can he a selling pc^nit 

Follow vour facult\ assessment with one ot xour student 
bodv A look at \our students will tell vou what kind of peo- 
ple. academicalK; socialK and culturalK, are a-tracted to 
\our school or religK)us l iucation program It will give 
vou the geographic areas, scnools and parishes troia vvhah 
vou are draw n ^ • tudents Am examination ot trends w ithin 
vour student bodv wiM reveal an\ i ecent shifts in enroll- 
ment Has the non-Catht)lic percentage increased- Are mi- 
norities represented^ Wow dt)es the student bod\ cope 
w ith the academic curriculum'-' Have admi>sions personnel 
noted any changes in the abilities (/students making appli- 
cation'-' Are all grades eciually enrolled' 

just as vour student bodv can vield information about the 
direction in which your school is going, so cjn an a. alysis 
of pareivs Looking at economic, educational and cultural 
prohles can better direct vour recruitnent activities A de- 
cline in enrollment might be caused soleh bv tuition in- 
creases If vour parents cannot afford \our school, efforts 
might be better spent hnding wavs to increase sc holarships 
or fmancial aid 

Data fr )m parents shcnild be obta-nable from registr.i- 
tion documents If information is sketchv, vou might want to 
design a detailed questionnaire to Se completed after stu- 
dents are accepted Assure parents that their responses are 
confidential 

Look at alumni/ae for similar trends What are their so- 
cK)-econoniic backgrounds and what kinds of high school, 
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alums t( u)\\ in ibcw jxuLMUs tootsicfis In lIiodmiii^ \i)nr 
SLMooi' Mimini aiv niij^ortant (ornial iVLruiiLTs l{ (Ik'\ 

kvl LDMIK-lIiaI loaiKl j^lOLKi of ,t)UI ins{KUlH)|l. {lic\ 1 lu* 

ail unalual^k* rcsouac i iiid out wliai \i)ur akiiiim ac iliink 
aiKl hc^m a tile " UkU uKludcs iliosu thai niiglii he ot help 
U) \()Li in \()Lii reLruilnKMil L'ttori lt\oui slI.od! alivadx has 
an alumni ae oitKL* iiiulIi ot this inlvM-iiiaiion should he at 
iiaiKl Keh^i^ious educaiion proi^Maiiis sjiould lliink seiiDiisiv 
ahoLit idennt\ing kc\ alumni ae heiausc ihex arc suih a 
\al liable rcsDuae 

^oLir tinal school asscssnic tnoKcs \our plnsi^al sm- 
n bindings Arc \our huildini^s in\Hing to students^ Arc the 
grounds veil maintained^ Ai e iiiainienaiKe jUTsonnel 
doini^ their lohs^ Are bulletin hoards changed seasonal !\ 
and IS student work m CMdciKC" Is \our color scheme a 
Lom tort able, cheerful one^ Aie the desks all in tight rows 
or is \ariet\ e\idenr^ Is theiL an exLited bu// ot iearnmg 
disLci nible through the halls^ 

'lr\ ti^ look (t \()ui buildings and gioiuids criiKalK, 
throut^li the e\es ot a prosjuxtnc student or j\n-ent NX hat 
do \ou see. aiKl what do \ou lech ^oui building is the e\- 
lei nal s\ mhol ot \our slIk >o1 !t represents \ou m a spei itk 
wax SignitKantK. main slhooIs use a skctcl^ or j^hot^ ot 
tiicir huilLlings as an ottiL lal logo or ad\ertisin>; s\ mbol A^ 
sess what \our building and giounds sa\ about \ou to those 
who SL'C It toi the tirsi time \ssess how it tcels to tcaeii or 
leain in \oui building e\er\ da\ 



Assessing Your Resources 

\o school sliould i^lun^e into a icvruitmem cttort without 
taking stock ot Its lesources Kesouaes. lieie. letei to thiec 
Items the linaiices needed tosupjioit \our j^iogram. thenec- 
essai\ peoj^le to complete tasks and the to{)K or ec|iiij")ment 
use'! in those tasks It is siupiismg )usi how main resources 
c l(>se at hand A good co|ning mac bine, tor e\amj")le. can 
pioduce decent iccruitmcnt liieratufc, and the jU'ople al 
iead\ connected with a scliool otten do suju-rb recruiting in- 
toihialK During this assessn.eiit. kecjiM)ur e\es open tor tlie 
main ditterent peojile and things wIikIi can helj^ in \(/ji 
L im|\iign 
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Recruitmeni caw he clone on a large budget or on a 
shoestring Professumal conMiltants, the hiring of a full- or 
pari-tnie admissions director, the equipping of an office, the 
pnnung of brochures, jxirchasing advertising space, mailing 
costs — all take nionev The at tract i\e shojstruij^ mentioned 
ab()\'e Contains the hidden co,st of "time" Someone must do 
the nian\ tasks that a recruitment campaign necessitates If a 
staff position cannot he afforded, administrators and f:'cult\' 
will have to fill the gap Professional -looking brochures and 
ads can be done in-house, but, once again, it takes time 

Schools or programs in some jeopardy because of declin- 
ing enrollnvnt might do well to take a risk and allocate funds, 
at least enough for a part-time staff position and an operating 
budget Pas;ors and Boards of Trustees, however, must under- 
stand that results cannot be expected overnight They need to 
allovv time and recogni/e the efforts of the school commumt}- 
Some schools conduct a recruitment needs assessment and 
present the price tag as a hrst step The opposite approach is 
It) see just how much a school can afford and tailor the pro- 
gram to fit the budget In anv case, the cost will be in money, 
lime or K)st opportunities 

Recruiting effectiveK takes people Mam of vour people-re- 
sources are free Students are the number one, most impor- 
tant resource a schot)l has The\ are its clients, its purposes. 
Its product What thcA sa\' about their scliool to friends, their 
appearance in their uniftrm t)r school clothes and the way 
the\' behave in public are all t)bser\ed commentary on \our 
school 

Students need to be told these things Those who have 
good verbal skills should be trained to escort visitors through 
the school or speak as school representatives during recruit- 
ment engagements Appendix B discusses student recruit- 
ment assistants in greater detail 

Facultx' members are resources in a number of wavs First, 
ihe\ are conduits in the commutMt\ berweeii the school and 
us publics Their informal connections are vitally important 
The\ are more hkelv to be sought out for tlie "truth" about a 
school than its administrators Faculties are important formal 
recruiters as well Thev can he asked to open their class- 
nK)ms to oi run programs for prospective students Facult}' 
memb.Ts who are gifted communicators can be uipned for 
visits U) feeder schools, as stand-ins for administrators at cof- 
fees or as spokespersons during public events 
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Catholic schools often ha\e a wonderful resource in rerired 
religious and priests who volunteer time to the parish or 
school These retirees mav have long associations with their 
schools and inav be themselves venerable institutions of the 
school communit\' An imitation to recruit or accompam a re- 
cruiter IS both an acknowledgment of their place in the tradi- 
tion of a school and an opportunity to tak^ a gung-ho sup- 
porter to the public 

The people who staff \ our school as secretaries, cafeteria 
workers, classroom aides and maintenance personnel can- 
not be neglected in a resource assessment The voice at the 
end of the telephone can be the first contact a prospective 
parent or student has with your school This is true 
whether the voice belongs to a principal, secretary or ORE 
The t(^ne of vo:ce over a telephone can encourage or dis- 
courage a caller In a related example, the maintenance staff 
should understand that the ph\sical appearance of the 
schovJ IS important to recruitment efforts Ideally, they 
should feel pride in the building and know that they are a 
part of the, -.access of an institution 

The support staff of a school needs to be sav'\T about the 
importance of their dealings with tne public They sh(^uid 
know when to refer questions to the appropriate person 
and should ha\e access to pnnted brochures for diMribu- 
lion Their smiles, professional demeanor and pride in 
their work will go a long wa\ towards making \our school 
a popular place 

Parents love to talk about their children's schools The 
parent network on schools is a great underground reserve 
of informauon that just about everyone taps into Parents 
are an invaluable resource formal 1\ and informal Iv They 
can host groups of prospective parents in their homes, 
speak at feeder schools, be a part of the program at youi 
Open House, brainstorm ideas, identify potential markets, 
and, overall, mtluence oth^r pe( »ple in favor of their child's 
school 

Alumni/ae should be considered a resource as well They 
ca.. do everything in the above parent listing but from a 
ciifrerent perspective Their current success, as profession- 
als and home makers, is, in parr, a result of your school Al- 
ums have a particular stake in their Alma Mater They iden- 
iif\ with it and can share in it.> successes While they are 
oflen tapped foi development activities — hnancial contri- 
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hiitions, annual camj^aign ciiaupcople, j^lionoihon xokin- 
leci > — aluimii ac can he cqua!l\ lidplul iii i c v.rininx*nt 
Colleges and indepcMulcMii scliools lia\c lx*cn usnig iheni 
tor \'cars 

Look out for aliinini ae wlio arc parents Parent cliild 
duos are j^owertjl re^ruiinicnt coml^i nations Traditions 
are hard to l^eat \our graduates sliould l")e a constant, re- 
new ahle source ot students Keep track of tlie ages ot alum 
cliildren and don't hesitate to put them on \our mailing list 
when the\ come ot age for \our school 

\blunteers can go a k)ng wax towards making a recruii- 
mei/ i^rogram time and cost eftecti I'a rents, aiumnrae, 
friends, even students can assist with office tasks such as 
hulk mailing, t\ping, collecting and sorting intorniation, 
taking photograj^hs and making phone calls A regular, de- 
pend ahle volunteer is worth her or his weight in gold, with 
more and more women entering tlie workforce, the tradi- 
tional volunteer gioup, mothers, can no longer he expected 
u) till this need It certain chores are made into a \v*!unteer 
partv,^ with retreshmenis and a festive atmo.sj')here, you 
will have better luck .n getting jX*o|^le to sign up Consider 
holding It on a week night or a Saturda\ to attract those 
who work during he da\ Students can usual 1\ he counted 
uj^on to he eager workers, make the atmosphere in a Inch 
the\ work a tun one and thank them tormalK for their con- 
tribution to the school 

The tinal assessment in this tri.'d v)i i ^'sources is xour 
equi|)ment or the tools vou will need to bring vour school 
to the public Brochures, black and white and color photo- 
graphs, A/A materials, video taping apj^aratus and com- 
puter hard- and soft-w are are all items that vou will wanl to 
consider 

Prosj-jcctive jxnents and students will want something to 
read about \our scliool Thc\ ma. call and rec}uest that a 
brochure be mailed to them or e\ju*ci to begi\en printed 
material tolkming a school \isit I he punted brochure al- 
lows vou to send \our s( '.ool into a j^erson's home l^s phvs- 
ical api)earance, the .)l()r, log(^ or cover j)hotograph wili 
reiiiuMv^ .vluticvei message the coK'ent cariu ^, aiui will 
follow through the achertising oi verbil messages previ- 
ous h conveved it is almost impossible to engage in a re- 
cruament program without literature about xour school 

If vou are alread\ using a bro( hure, careh'lK assess 
whether it is up-to-date and attractively presented Does tt 
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Lon\L'\ tlu' ir.cssagc iliat voli want n to^ Is xoiir slIk s plu- 
i(*sv)})n\ oi mission LicMi i\ siaicU jirI c uriiLUiai aLiui 
lies and co-Luri iLuiar aciivincs described^ Docs xour hro- 
lIuuc ilie rc.iJcM* a sense o\ the atmosphere ot \our 
slIiooI" Is I lie le\l easil\ aciessihle to smdents and parents, 
or IS 11 targeted tor one t)r llie otlier grou/^ 

Professionall\ printed hrocliares can l')e\er\ expensive 
h\rn a smglc sliuet, V\\a\ told with text on both sides can 
run into several himdied dollars It is {)ossihle to design 
hroehures m house tor Lonsiderah!" less ^bu will need 
someone to write the text a cream e design artist to do the 
la\out and attix graphics and headlines, and good hard- 
ware— an clcLtriL t\pe\\riter and, perhaps, a xerox tor du- 
plication A n'^ore detailed disLUssK)n ot t\pes ot brochures 
can be tound in the ' [Presentation' section 

Ne\er hand out dittoed material' Ditto is hard to read 
and looks unprotessional It is better to have nothing than a 
dilt'oed brochure 

It there is no de\ek)pmenf or PR ottice in \our school, 
the admissions ottice will most likeK be asked to coordi- 
nate brochures, an\ media contacts and whatexer AA pres- 
entation will be shown to the public This recjuires a cache 
of black and white phott ^graphs and color slides Vou are 
luckx it \our school has a pht)to archue If not, consider 
starlmg one At the 2S, SO and 100 \ear marks, the oppor- 
tunit\ IS there for a retrospecii\e The media ma\ e\en 
come to \ou for old photos 

i'he ea,siest \\a\ to get professional-looking photographs 
IS lo hire photographer 1 his is understandabK ex pen sue 
^our people -resources can help here \!t)st schools have 
soMieone in the wmgs who can take a good 35 mm picture 
a taculiN member, parent, student, alumnus a Having some- 
one on hand increases the opportunit\ to get \ ear-round 
pictures ot sports events, hohda\s and seasonal activities 

( onsider whether or not \ou will need a slide show H 
\ou will be ira\eling to other schools or talking witii 
groups about \our school, tlv,* slide show is essential lec- 
tures elicit an emotional response trom a \iewer and are a 
powertul tool tor making xour school come ali\e, the onK 
better alternative is an in-per>on \isit during vour school 
da\ A slide show recjUires a projector, screen and lots (4 ex- 
tension cord tor those locations w ithout hand\ electrical 
outlets 

O Additional ecjuipment can be considered within a trame- 
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work of vour budget A slide/tape show which presents a 
raped accompaniment to a set of automatically advancing 
slides IS helpful if you want direct control over what is said 
Such a route might be considered by religious ed pro- 
grams which have less organized networks to call on for re- 
cruitment assistance Video cassette presentations, al- 
though expensive, are gaming in importance in 
.sophisticated markets 

Fv>r u,se within your school, computer software is now 
available which can simplify the time consuming task of 
juggling names, addresses and statistical data Providing an 
admissions office with a computer is costly but that needs 
to be compared with the expense of time and clerical help 
necessary to complete the same chores The more success- 
ful you are in recruiting, the more paperwork wili be gen- 
erated Admissions personnel should have sufficient as.':is- 
tance so that they do not get bogged down m paperwork 
which cuts into the time necessary for planning and carry- 
ing out effective strategies 

Further discussion of equipment and the options avail- 
able for A/V presentations are presented in a later section of 
this handbook 
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Assessing your Audience 

AH of the time and money you spend will be for naught if 
\()u do not understand vour audience Tlie business commu- 
nitv calls thK> process a market sun vy Kducators tern, it a 
neecl^ assessniefU Whatever \our terminologx; it is vital to un- 
derstand the communit\ which you seivc Thi.-^ assessment 
will c()\er your community/, parish feeder schools, media out- 
lets and potential target audiences 

Studv the demographics of the neighborhood or commu- 
nit\ in \vn:ch vour school is located Can the people who live 
there afford your school^ Will thev respond to your sch(K)rs 
philosophy and the type of education offered^ Is {here a 
steady supply of school age children^ Is there competition 
from other Catholic or independent schools^ What are the 
public schools like, and do tliey offer C()mpetiti().i> Are your 
competitor sch(K)ls experienc.ng similar enrollment trends? 
The diocese and local government, including real estate com- 
panies, can supply statistical data There is nothing wrong 
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\\\{h calling up another school and politely ask. .g for the 
needed ini(>rnution If vou do this, expect a return phone call 
some day asking tor *^imilar statistics 

\isualizing your geograj)hic area can be useful Some 
sch(K)ls use an area zip code map to highlight \\liere most 
client families live It can be helpful to place colored pins on 
a map, especialK' if more detailed information is needed You 
might want to determine where vou have the most success 
drawing students and what tlie re:i>sons might be Are families 
moving to a particular suburb, development or transportation 
corridor''' If so you need to know about it and may want to 
train efforts therj 

Transportation is, m it.selt, a crucial Lssue If \our school 
IS iKcessihle to public transportation, how many ,students 
use It'' Do pprent,s prefer to tnin sport theii' children, and 
are there carpools'' Ask your .students how they get to 
school If transportation is the onl\ issue keeping a partic- 
ular geographic area from your school, vou miglit consider 
asking parents to pay for private hu> service Van pools and 
mini buses are also possibihties 

If vour school IS a (parish school, consult \our pastor 
about parish demographics Ha\e new families been ap- 
proached about the scliool'' NX hat kind o\ enrollment 
changes ha\e been experienced withm the parish in the 
last ten, t\vent\ \ ears'-' Is tuition a problem for some who 
ha\e traditionalK utili/ed the school'' Does the j)arish 
make an effort to pro\ ide hnaiuial assistance ro neecK par- 
ish families'' Do the pastor and associates activeK supno.t 
the school'' An obvious cjuestion is the number of parish- 
ioners versus n(^n- parish loners in \our school as well as the 
ratio of (Catholics to non-C!atholics 

(Catholic schools not connected with a parish also need 
to sur\e\ neighboring parish attitudes and needs It \'ou 
are a pri\ate high school ami \our neighboring parish 
schools end in the Hth grade, the\ will need \()U Assess 
wiieiher pastors know ab mt \our school, and aie willing to 
iect)mmend it NX'ill the\ print \our announcements m iheir 
bu lien US'* Are there wa\s to support them (i e through ad- 
\ertising in fund raising brochures and patroni/ing parish 
e\<Mits) U) sh(m that vou are interested in their good \\\\\^ 

A feeder school is one that tends lo funnel smdenis into 
\oui school as they graduate hlementar\ schools which 
have established kindergartens have found that most of the 



childrcMT enroll in ilvir jwn first grade CcTiain da\ care fa- 
cilities arc dcsii»ncd to tcvu direciK into an elcmeniarx 
school Tradition.ilK, Catholic parochial • ludcni.s automati- 
cal 1\ /tv/ into the adjacent C^atho high school Some jiri- 
\ate Catholic high schools still ha\e a network of elcmen- 
iar\ feeder schools which, h\ dint of geographic proximiiv 
or siafhng h\ the same religious order, regard ihcmsei\e.s 
as connected in some wa^ 

heeder school lelaiionships miisi he nurtured Assess 
the schooKs which feed inio\ours na\<* an\ of the relation- 
ships changed, suhtK or oxertlv^ Have tiie administrators 
seen \oLir school on the inside-' Do thev understand vour 
j^hi'osopln and academic progranv Are ihe> openK sup- 
l^ortixC NX hat is h 'ppemnp, in the classrooms of these 
schools — are the teachers suj^j^ortixe^' I)oe^ \()U»- school 
ha\e a strong reputation, one wa\ or the other*' VClut kinds 
of students are \ou attracting from the school — are there 
an\ ixitterps> VC'hen a student is refused admission, does 
the school understand wh\^ Is jx*rsonal contact made with 
the i^rinciixil and the jxireni in such circumstances> 

AdditionalK, \our feeder schools can he a litmus test of 
enrollment trends if \ou know the numbers ei rolled in 
each grade, \ou wiil he able to j^K)t vour available student 
j^ool for each \ear Keej^mg good statistics may reveal that 
while \our raw number of aj^j^licants from a school might 
be clown, the actual percentage of students aj^j^lviiig might 
be up, indicating tha» \our recruitment strategies were ef- 
fecii\e ^our diocesan Office of Planning can be helpful in 
suggesting statistical information worth further considera- 
tion 

Assess the media ip .our are i Most dioceses have a 
Catholic wjekK which can be a tremendous helj^ since 
(,adiol'< jxijXTs acti\el\ suj^port their schools rhe\ will 
juint \our news releases, announce upcoming e\ents and, 
l^ossibK; co\er imj^oriant stories A Catholic Scnools VCeek 
issu'*, a Hack to School issue and educational suj^j^lements 
ma\ also focus the (,aiholic juiblic s attention on schools 
and religious ed j^rograms 

Local and neighborhood jVjXTs are the second most im- 
portant source of friendK news, thev arc also read more 
closeK than big cit\ dailies It is Wv)rih your while to sj^jend 
some lime with the staff oi \our local jxijx'r in order to .,0- 
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Ikh iIkmt sLippon It \i)Li dvc tn oi ik\u a cit\ whc c local 
jXij^LTs i^roiik'ratL* ask aroiiiKl to (.Icd'i nunc whkli aw. iMl- 
most wkIl^In iL*aLian(.l worth sonic attention 

Vi\LTt)snig Losts ni the dio^^esan and 1 ka\ papers jre 
usualK attordai^ie \pp'*o\niiatei\ $\0() can get \ou a de- 
cent-si/ed (.iisj^iax a(.l Tiiese j^aj^eis will usLiaiix he iiapp\ 
to sLipi^ort \()ur school bet^ause it is iioo(.l [business for 
them to do so ^ou aie tlieir (.lient b\ \irtue ot lalling 
within their geographic noundanes or serving stiident.s in 
their area 

Tlie i^ig dailies are a harder nut to crack I sualK inter- 
esiecl in breaking news, the\ nia\ or nia\ not print \oLir an- 
noLincenients It is clitticult to get them to send a photogra- 
j^her or reportei to \oLir school unless the e\ent is a big 
one with an aj^pealing anisic Achertising rates can be 
c|uad'"uple those ot the smaller papers ']\ ind radio are 
ec]Liall\ diftieult lo break ip.lo. although, news programs 
are tending int)re and more tow aids so// news or teaiure- 
t\j^e stones with high \isiiai aj^peal l\iblic .service an- 
noLiiicements ean be sabmitted. but \ou ha\e no eonfol 
o\er when or how v)tteii the\ will be read on the air Pur- 
chased radio time is e\i^ensi\L\ and T\ time, out ot sight 

It IS the business ol the media, however, to make contacts 
with the public ^ou will be surprised at how eas\ it is to 
phoneacit\ editor, rej^oitei v)r 'lA news peisonaht\ with a 
sior\ idea Make personal cont.*cts with the education and 
lehgion rcj^orters ol xour area jxipcrs, T\' and radio sta- 
tions (if e tliem as much lead time as j^ossible when send- 
ing in news releases or siorv ideas Im)11o\\ uj^ written com- 
munications with a j^hone call Make sure that thc\ know 
who \ou areas a contact j^erson The j^ublic relations ottice 
111 \our school will handle the alcove contacts it \ou !ia\c 
such a stall j^osition 

\t this j^oint \()u miglit want to step back and assess a 
target audienc; NX ill \ou tr\ (o leacli e\ei\bocK at once or 
will ceitain ellorts be targeted toi studeiVs or j\ireiits^ Do 
teedcM schools or jxirisiics clcser\e sj^ccial attention'' Who 
makes :Ik' iiii[^ortaiit liiial decision about attending \our 
school, suideiits or j^areiits^ NX ill \ou put \our iiioiie\ into 
a j^oster to aj^j^Cvil to students or a series ol iicwsj^a[^ei ads 
aimed at (licir |xneiils^ k()ok carelulK at \our audience to 
determine where \our ettorts will be directed 
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Generating Strategies 



Strategies should be generated during idea sesMon.s The 
tecimique.s of l:)ranist()rming can he used to trigger idea^, this 
process does not allow for immediate feedback b\ the tacih- 
tator or group but is designed to gjt as n. ny suggestions as 
possible on the t. blvr for later rehnmg and C(jnsideration 
NXliether ideas are generated through the tightly controlled 
format of brainstormmg or in a l(X)ser meeting during which 
discussion IS allov/c^d, exery group in vour sch(x)l should be 
represented, either in one large session or a series of meet- 
ings targeting faculty; students, parents, alumni/ae and friends 
(;f the schot)! 

You will, of course, need to define the goals of \our recruit- 
ment program Sometimes, immediate goals are apparent 
after the assessment phase of plarning vStrateg\' sessions can 
then be f(x:used on these If goals seem to be many or are ex- 
tensive and need to be spaced over several years, you might 
prefer to keep strateg\' sessions open ended The process of 
strategizing might suggest an ordering or narrowing of goals 
Also, It IS to your benefit to gather 'is many strategies as pos- 
sible even if they are not immediately utilized "Strateg\' ' or 
"idea ' Hies can be perused and updated periodicalh 

Keep ideas flowing from the people associated with your 
school Ask people to slip you ideas whenever thev get them 
Don't take the attitude, 'But who will have the time to do it?" 
NXbrry about that later and, perhaps, eventually abandon the 
idea as unrealistic If facult\, students and others connected 
with vour sch(X)l feel a part of the recruitment process, they 
will invest more of themscives in it 



The Director of Admissions 

Part of the preparation phase of your recruitment program 
must involve a l(X)k at vour admissions procedures Who han- 
dles admissions and is anv recruiting dope currentlv'-' In some 
sch(X)ls and srh(X)l systems, admissions is formalK ah;;ned 
with the guidance ofhce The focus of the job, then, is on the 
handling and iriterprcnation of sch(X)l records When recruit- 
ment becomes a pait of the picture, the job description 
changes .Superior communication skills become a necessit\' 
for an admissions officer Reciuiting is svnonvmous with 



meeting the public— varjous publics, botli inside and outside 
the sch(X)l The persvMi wlio stands before vour prospective 
student.^ and parents will l-)e a \'isual representation of xoiir 
school How the person speaks, his or her appearance, tlu 
professionalK.ni with which the presentation is made — ali 
create an impression ab(?ut your school 

Can vour existing , staff handle 'he demands of " recruit- 
ment campaign''' If vou do not have a director of admis- 
sions, con.' ider creating this poMtion A full or part time di- 
rector of admissions can take ^ tremendous burden from a 
principal Such a person can conduct systematic prepara- 
tion and evaluation, act («i formal and informa' recruitment 
strategH , , take and m..ke the man\ phone calls that will re- 
sult from vour ca»i.paign and oversee the process of admit- 
ting studenis A director (.T admissions can make certain 
that students are admitted with the same personal sensitiv- 
itv that IS accorded thern as piospects Such a person can 
centralize the numc rous activities involved in recruitment 
and admissions, two .irea.s which are closely related 

Some .schools handle recruitmciU and admissions 
through committees The admi: sions committee might in- 
clude a guidance representative, a (ommunicator, one or 
more of the school's administrators, ke\ faculty members, 
etc A recruitment committee can involve a group of faculty 
members, parents, alumni/ae, even students who are 
trained to make school visits and eftectivelv commun.rate 
vour school's p.hil(Aoph\ and progran^s if vou do not have 
an admissions director, someone must be appointed to co- 
ordinate each committee s activities 



The Thank You 

Public relations personnel have long recogni/ed the im- 
portancL- of th.e thank 'vou in our tast paced societ}, thank 
vou's have become a rarit\ and thus are especial 1\' appreci* 
ated and remembered bv the receiver Courtesv bel()ng> in a 
recruitment program because so man\ people will be con- 
tributing to a sch(X)rs efforts m hundreds of wa\s A simple 
thank wm note ackiK )wledv,es then contribution and their im- 
portance to the school 

The group of pareiVo who share an evening wuh vou, the 
facult\' member who works up a list of curncular events, ihe 
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sdidcnt council prcsidcMii who I'oes along on a recruitment 
appoinimeni. the parish secretar\ who provides statistical 
(lata, il.e alumna who jots down a strateg\ and mails i: to you, 
the local reporter who does a Hatterin^ feature on vour 
sc1kh)1, the printing compan\ that prv)dLices a particularK ef- 
fjctixe hrochare— all deser\e a plione call or a hrief note that 
M\s, \ .ank vou'' The good will resulting from a thank vou 
m^ie IS incalculahle The thank \ou is also an owed court sv 
that IS often neglectcu 



The Written Plan 

No matter how exhaustive \o^\r assessments or how much 
intormatu/r, vou have in vour head, the final step of a recruit- 
ment preparation sht>Lild be a written report or plan that ar- 
ticulates -eiies of goals and lists the strategies necessary to 
meet them A written plan might list each feeder school, par- 
ish or geographic area with a list o{ strengths and weak- 
nesses It might target parent perceptions, transportation or 
image It lould contain statistical analvses of enrollment 
ire in feeder sihtK)ls and how thev will affect vou for the 
next few ^ eai s 

rhe w* -n plan can he helpKii in t)ht.iining hnancing for 
vour \ Mtment program The more organized and profes- 
sional a plan, the more attention it will draw from your pastor, 
hoard or funding source It also acknowledges the tremen- 
dous eltort invoKed in mounting a professional cam|:)aign and 
uiii )Lrlih time and cost expended In a school 

A written plan can evolve into an ongoing evaluation of 
^our program s eftoris Recruitment does not in\'ol\v a single 
perK)d ol planning followed hv vear alter vear ol acti\ ities, 
planning and action loniinLiallv interact The lurther alx,^ad a 
school can plan, the more etiective its program will be A 
planning ahead period ol hve vears is olten cited as the basis 
lor a stable, ongoing, ellective piog.am 



Presenting 
A Recruit' 
ment Pro- 
gram 
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M)ur lecruitment nre>entan()n, the strategies that vou selec: 
in order to effect the goals ol \our program, should be 
V lewvd w ithin a total public relations ellort The hrst step is 
look at e\ervthing that goes out ol vour school Review \our 
school logo, vour letterhead, address labels, memos, and 



tlvcrs sent home lo jurcnis l -se tins opj^oriunitv to examine 
Willi a critical eye whai \oiir public sees 

NX'hai do vour logo and leiierhead convex Are ihev iradi- 
iional or coniemporarv''' NX'hai message is being sileniK deliv- 
ered bv your school mailings^ If vou eleci lo hire a prote.-.- 
sional agemy lo consul i with vou on vour image or prepare 
an ad ver using campaign, examining vour cur rem desigi.s 
will be I heir hrsl prior it\ 

The slraiegies which \ou have oui lined in vour wriiien 
j^lan should work logelher lo form a single impression of vour 
school Thai is why vou begin w ilh exisiing maierials de- 
scribed above Decide whai vou wani lo sav and how you 
wani f ' a\' ii The lopics covered in ihis section ouiline ma)or 
siraieg\' areas and lisi sjx^cihc choices or aciiviiies ihai vou 
mighi wani lo consider This is by no means a complele lis ling 
bui a grouj^mg o\ some lhai ha\e been effeciively used by 
schools in ihe \rM Make sure lhai \our own siralegies are 
nol scalL shoi bui or^ani/ed KAvards vt)ur slaled goals Tiie 
lopics headlined under Prcsentatum are brochu res/1 iiera- 
lure, W i^reseniaiions, ixiHicitv, \ isiis lo vour school, recruii- 
ing al olher schools, open house, outreach lO feeder sch(H)ls, 
{Wishes aiul neighborhoods, records and follow up 



Brochures/Literature 

^ou sliould jxil inio i^iinl onK whai \'ou need lo promote 
\oui sihool eftectiveK BioLhures are designed to give infor- 
mation and create an imj session about vour school The de- 
sign should avoid crowding of text and should use onlv qual- 
it\ j)hotos and giaj^hics 

(>o\ei j^hotos and de.Mgns are partiLularlv imj^ortant — hist 
imj^ressions last IV^oj^le j*)iL lures aregeneialK more ef fern ve 
t!uin j places, however, if vour school has a beautiful camjxis or 
historiL building, tt too can work for vou in a good j^hoto 
Photographs of students are esix^cialK helj^ful in giving im- 
mediate imj^ressions about vour school or j')rogram In all of 
voui j^hotos, content and composition are important The 
qualitv of the face, the j^hvsical appearance of the student anci 
the background items or activitv in which the student is en- 
gaged (.an create a strong imj^ression about vour school A 
j^hoU) in the hl^rarv or of a student carr\ing books, for exam- 
ple, will implv academics while one ot a st^. deni on a plaving 
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field or musing under a tree \m11 suggest something conv 
pletelv different A student positioned in front of a bulletin 
board or poster with a message can piovide its own caption 
or focus 

The design of a brochure can affect its success or failure 
Attention needs to be given to layout The artistic, aesthetic 
and creative arrangement of text, photos and graphics on 
the page is essential in order to produce a piece that will 
be satisfying to the eve Designs should be carefully 
planned to avoid crowding While you want to make good 
use of your space, give the eye a rest with effectively placed 
white ,space If you and your staff have little experience in 
design, consult some of the sources listed in the back of 
this publication or search out materials that will give in 
some detail the best way to go about this process 

The content of your brochures can vary Consider some 
of the following suggestions 

• School philosophy 

• ;pe and size of school 

• Location/transporation 

• Faculty profile 

• Student/teacher ratio 

• Admissions polia' 

• Academic program 

• Co-curricular activities 

• Special programs or events 

• Quotes from pastor, administration, facult\; trustees, stu- 
dents, parents, alums, etc 

• Photographs/graphics 

• Features or profiles 

• Repnnt.s from other materials 

Decide whether you want an informational brochure or one 
that effects a mood, with student profiles, for instance Both 
t\pes can be contained in a longer piece called a viewbook. 

This second list gives some topical formats used in recruit- 
ment with an indication of the possible target audience and 
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• Comprehensive viewbook containing a school profile, 
photos, features, etc. This is most effective when up- 
dated annually with companion pieces containing up-to- 
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dar- .ntormation on tuition, c"i iculum changes, etc 
Taigct audicMKc Both students and parents Cost Ex- 
pensive 

• PrestMitation folder designed to contain brochures on 
different aspects of the school The front of the folder 
can haw a brief message or the school s schedule Target 
audience Students, although this is appealing to parents 
as well Cost Expensive 

• A series of stacked, coordinated leaflets or single sheets 
on quality textured paper on \arious aspects of the 
school These ct)me with a corresponding mini-folder or 
holder Target audience Students and parents Cost. Ex- 
V* nsive 

• Acolo' or black and white poster, possibl containing in- 
form;ition fixers or a pad of postcards The poster itself 
can feature specific inforrr.ation on the school Target 
audience Students Cost Expensive to moderate 

• Companion sets of leaflets, rvpeset Target audience Par- 
ents and/or students Cost Moderate 

o Companion sets of leaflets, camera readv, printed or xe- 
roxed Target audience Parents and/or students Cost. 
Moderate to nexpensive 

if vou prepare camera-readv originals, there are a num- 
ber of helpful toois available Press-t\pe lettering (trans- 
ferred to your original with a pencil point) in numerous 
styles and si/es can be purchased at most art supply stores 
NCEA puts out a "Catholic Schools Week Kit" with superior 
graphics, updated annualK Its graphics, along with similar 
for-sale kits, can enliven an in-house publication A combi- 
nation of press-tvpe letters, a good electric typewriter with 
different type wheels, and attractive graphics can pr )duce a 
professional looking piece at minimum expense Again, 
never rely on ditto Having access to a reasonably good xe- 
rox IS a must If you are duplicating many more than a 
hundred copies, it could be cheaper to take vour original 
to a printer with an offset press The cost per piece is some- 
times less than xeroxing 

Your brochure should be ready to go in the fall when stu- 
dents and parents begin to consider schools Brochures are 
usually readied the previous spring or summer Printers 
need considerable lead time depending on the si/e and 
scope of your piece Your brochures should rx* mailed out 



2! 



on request, distnhiitcd m recruitment appcMiitments and 
all sch(X)l and parish events, made a\ailal:)le to laciilt\, stu- 
dents, parents and alumni ae and possihK U) real estate, 
welcome wagon, doctors and demists offices 



W Presentations 

An audioMsual presentation is more personal than a bro- 
chure Pictures are al\\a\s more effeaiw at creatmg a mood, 
and \our narration will be directed at each audience individ- 
ually Whether or not vou visit other institutions, it is a good 
idea to have an up-to-date slide show read\ I his can he u.sed 
uith visitors and to the delight of your own students and fac- 
ulty- on some special occasions within your sch(K)l 

^bur slide s1k)\\ should feature quaht\' color photos of cur- 
ricular, lo-curriculai and social events Slides should he kept 
current \Mth seasonal variety evident Close-ups of faces pre- 
sent \ nice contrast to lots of action or classr(K)m shots Re- 
member that a phoroof the sch(x)l prom ma\ he more inter- 
esting to a prospective student than one of tht* calculus class 
It IS wise to include photos that will appeal to both students 
and parents, the narrator can change nuances where neces- 
sary Twenr>' to forty slides is a g(X)d number to shoot for The 
resulting show can be flexible enough to ht vMnnsi am given 
amount of time 

Slide/tape presentations add the dimensjon of sound to 
\'our ohde show They allow you to control exuCtlv what is said 
and can feature statements from representative students and 
facultN' as well as evocative music Such shows must be profes- 
sionally prepared and are expensive An advantage is the 
slide/ta|x* show s adaptabilir> It comes with a small viewing 
screen for use with a srnall group and a jack that can con\'ert 
the slides to a carousel projector for full screen viewing 

A new concept in auduAisual shows is the video cassette, 
^bu can hegin a video cassette library bv having someone 
t.>pe significant sch(X)l events, sports, and, possibh, inter- 
views Getting previo isly taped material edited into a tight IS 
minutes acquires a professional hand and a large budget 
Professional sh(K)ting and editing of a short fi m can cost well 
over $10,fX)0 The advantage is that you will ne ahead of the 
gaiDe when everyone else goes this route in the next decade 
Q X'ldeos are a leaduig technology' of the future 



Publicity 

You want ilv most and best piil")licit\ \()u can receive from 
ilie media It lako lime, but a sieadv stream o\ well-coordi- 
naied news releases and siorx ideas can pax oft bvgixing vour 
scli(K)l frequent visibility* You have no control, though, oxer 
w hat the newspapers or T\' w ill run except advertising which 
\()u purchase A rule of thumb is to senu onK press releases 
that have genu Lie interest • alue and save possible feature 
stor\ topics for special occasions wiien thev will have the 
most ()pportuit..v' of being picked up by the press and used 
to \our best advantage lA.'arn to distinguish beuveen routine 
press release information and the Mor\ that deser\es special 
attention lasted below are strategies for recei\mg the most fa- 
\'( )rable |">ress 

• The public relations director or designated person 
shoi Id introduce her or himself to appropriate media 
representatives editors, education and religion report- 
ers, influential front office and secretarial staff, etc 

• News releases should be written on special stationery 
and should be sent two to four weeks ahead of time You 
might want to follow up with a phor»- call Most schools 
could discover several possibilities for releases each 
month student awards, sports activities, open house an- 
nouncement, science fair, etc 

• Storv ideas can be sent m as w\\ These topics or brief 
descriptions of events might elicit a visit to your school 
b\ a photographer or reporter who might do a photo 
with caption or feature story The likeliiiood of this hap- 
pening IS slim unless there is a tantalizing angle to the 
sorv The visit of a public ofhcial to vour school, the cel- 
ebration marking an atxpicaJ event, a seasonal acti\ir\; an 
unusual academic program or the special achievements 
of a student are possibilities Story ideas should be sent 
to T\' stations and newspapers well m advance and must 
be followed up with phone calls 

• Plan ahead for ^oecial newspaper issues such as C^atholic 
Sch(K)ls Week or education supplements On these oc- 
casions papers are l(K)king for stories and may even so- 
licit vour school for ideas Seasonal events such as 
(!hristmas activities or Memorial I)a\ programs in social 
studies classes can attract the attention of the media Re- 
member to plan ahead 
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• Public sen ice announcements for radio and TV can be 
an effective way to get a special event publicized Local 
stations should be contacted tor information 

• Riidio spots can oe purchased for ads about your school 
or program Target the ad for students or parents and 
choose your station accordingly It is necessary to re- 
search the station most listened to by your market 

• Nc"W'spaper ads in educational supplements and prior to 
open house are becoming more pcpular Study the ads 
placed by other schools If good people pictures are 
handv, tliey are the most eye-catching Newspapers will 
desig': your ads for vou, or you can hire a professional 
agency Ads can be delivered camera-ready after you 
have designed them yourself, or you can discuss with 
\'()ur ad executive a combination of your own ideas and 
theirs If copv is delnered early enough, \'ou can get a 
proof of vour ud before it runs 



Visits to your School 

lYvAspective students and parents want to see your sch(X)l 
Thev will (Expect you to send them aiound on a t(^ur and al- 
io^ hem to sit in on classes You need to be flexible enough 
to accommodate these requests, you and your faculty will 
need to adapt to visitors Actually the onlv wav a student will 
really know if \our school is right for him or her is by seeing 
It during the sch(K)! da\ Bringing students and parents into 
vour building presents the reality of vour school in the best 
possible way and you should encourage the practice 

Make a standard school day invitation a part of your re- 
cruitment literature You might even mail copies of the invi- 
rarion to feeder schools in case a grouj') would want to visit as 
a part of an organi/ed field trip A.sk for notice of a day or two 
so that you can arrange Un the tour and prepare teachers If 
\ our visitors want only to walk through the building, no great 
disruption should be caused A few seconds at a classroom 
door should clicii a smile of welcome from the teacher and 
s' J dents 

iTequently students will want to Mx^id all or part of the 
dav attending classes Proper advance notihcation and prepa- 
ration should ease anv tensions faculty members might have 
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about cl£Lssr(X)Ti visits Be selective in your choice of class- 
rcx)ni to open to visitors Choose experienced faculty mem- 
bers \^ho are in control o^ their classrooms and are comfort- 
able with the idea Beginning teachers should not be called 
upon unless you are sure of their classroom performance 
Teachers should not feel that they have lO plan special aaivi- 
ties for visitors The usual classroom routine is appropriate, 
visitors can be made to feel a part of the activit}' by being ori- 
ented to the lesson and encouraged to answer along with 
everyone else 

Use students as much as possible a5, tour guides and hosts 
and hostesses for students spending the day Using the stu- 
dents will take the pressure off admissions personnel and 
will give prospective students and parents someone they can 
talk to easily Your students will be viewed as role models by 
the younger students, so it is important that they know how to 
conduct themselves (See Appendix B for further comments 
(»i student recruiters ) 

There are numerous special events that can be tailored 
for student and adult visitors A general invitation can be 
mailed or an ad placed in the Catholic or local paper an- 
nouncing the event and requesting pre-registration In that 
\\a\, you will know how many to expect If there is a speci- 
fic feeder school vou are interested in, the mv it at ion might 
be sent to those students onlv 

Students can be invited to special events for a whole or 
half day with lunch or refreshments provided You will 
need to designate a facult\ member and some of your stu- 
dents to coordinate the visit Teachers and parents might 
accompany the student group, and you might make the re- 
quest that chaperones are required, although, this in- 
creases the work of the visiting school You do not want to 
discourage the visit by placing too manv responsibilities at 
t he d( )( )r < )f \'( )u r guests 

fjsted below are some events which might lend them- 
selves to such invitations Remember to devise a system tor 
Cv)llecting names, addresses and any other pertinent infor- 
matiop during all visits to vour school by prospective stu- 
dents 

• (,ath()hc Schools Week events 

• IVrforming Arts 

Flays 

O Dance 
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Concerts 
Films 

• Ijiurgies 

• Religious or h()lidi\ celebrations 

• Lectures and workshops 

• Spons clinics 

• Math or writing clinics 

• Computer clinics 

• Public speaking contests 

• Debates 

• Spelling, language and math bees 

• I^tin. Greek or foreign language da\s 

• Art or science fairs 

• Student demonstrations or classroom presentations 



Recruiting at Other Schools 

Colleges and independent sch(K)ls, particularly boarding 
sch(X)ls, have long been used to making formal recruitment 
visits to other schools Going "on the road" is a necesary 
strateg\' if vour feeder schools are many and the competition 
stiff Some sch(K)ls provide an organized forum, such as a day 
or evening when schools are invited to send a representative, 
bring AA'shows and share information about themsehes For- 
mats can vary, however, \ovi can expect from ten to forty-five 
minutes for x'our presentation Sometimes, you will be asked 
to speak for a few minutes in front of the group as a whole 
More often, each visiting school is given a ckissioom and one 
or two sessions with small groups Another option is an infor- 
mal period of about an hour during which students drop bv 
for information 

If a feeder school dcx^s not host such an event, you should 
write or call and ask to talk to the prospective student group 
Even though this cI(k^s not let you connect with parents, its ad- 
vantage IS that you get to make your pitch in front of a whole 
class whether they are actnelv interested in vour sciv )I or 
not Once again, you need to be flexible and go when it is 
convenient for the host sch(X)l 

Make sure that the person you send on recruitment visits 
knows how to handle the AA' equipment Host schools often 
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lan proMcie sLiwns Ixu Lhi'ik ahoui their awnlahiliix ahead 
ot lime C!aiT\ extra protestor hull")s and a good lengtli ot ex- 
tension Lord Ha\e suttiLieni l^roLluiies and some kmd of re- 
sponse Lard llui asks tor llie names, addresses aiul seliool of 
interested students Allow enouuh lime lor students to gi\e 
\ou this mtormation 

Al\\a\s take aloni; students with \ou. possihK those who 
ha\e graduated trom the school \ou are \ isiting Students are 
\our most efteeti\e amhassadors After \ou h.ne shown vour 
slides. eonduLt a cjLiesiion anil answer j")eriod and give out 
\our hroihures Allow tor some informal time during whieh 
\ou and \our students moxe among the group and talk with 
students indi\iduall\ There are alwa\s those who cannot 
bring themselves to ask a question in front ot a group of their 
classmates 

The aj")pearanee ot \our rej")resentati\'e. whether the direc- 
tor ot admissions, a taLult\ member or someone else, should 
be given some thought h\en a Lla\iime appointment (.alls for 
pn )fessi( )nal atire. a l ut ah ne w hai ( )ne w ( )uld wea r on a reg- 
ular work da\ Students should wear their unitornis, if vour 
school requires them, and should spiff themselves up for the 
OLcasion 

A]wa\s thank a sehoo! tor inviting vou cind thank stiKient.s, 
accompan\ing parents or alums and taiultx for assisting vou 
Iniormal thank \ou notes are always apprexiated and ma\ as- 
sure \ou a return \isit 

It \our band, drama or glee club has an apj^ealing produe- 
tion or pertormaiue, \ou might Lonsider sending it on the 
road as a trci\'ehng show These events are troublesome to ar- 
range but aie usual 1\ enthusiasts all\ received at the host 
school It is an excellent opportunit\ to grab some attention 
tor \our school Individual .sen ice acti\'ities can also be ad- 
\ertisecl to interested schools A student or taculrv sjx'akers" 
burea i can otter specific lectures or workshoj^s on a \ariers 
ot topics Tutoring sen ices judges tor science fairs and assis- 
tance with after school clubs or speeial aetiMties can also be 
( )fterecl 

Open House 

Ik'cause of as central imjx)nance in anv reciuitmeni pio- 
gram, an entire jxunphlet could be written on the Open 
House itseli It is traditional tor schools to hold Open House 
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for prospective students Since so many schools -lo it as a 
matter of course, there are numerous organizational exam- 
ples and individual approaches As a general rule the full fac- 
ulty' should be in attendance atong with some stuctents, pai- 
ents and alumni/ae Open House should showcare your 
sch(x)l at Its very best. physicalK' spotless, with studenr work, 
classrooms, club and sports areas on display 

An Open House takes the same kind of planning as a for- 
mal dinner party for several hundred Visitors will expect you 
to run an organized program and show yourself to your best 
advantage Planning an Open House might include 

• Mailed invitations to evervone on your mailing list 

• Display ads and press releases in the Catholic, local and 
major papers, along w ith notices to feeder schools, par- 
ish bulletins and, possibly radio and TV stations^ public 
service announcements 

• Reminder phone calls — student to student — to those on 
your mailing list 

• Specific instructions to student assistants 

• R)ssibk formats and activities 
^ An informal format with visitors traveling through 

\our school with a map 
^ A formal format with organi/e i tours and student 
guides 

t A formal session with speakers, possibly the principal, 
students, parents and alumni/ae Consider an AA^ 
presentation 

^ A combination ot sch(K)l tours with a formal speaker 
session 

^ Registration and the filling out of a brief information 

card or (|uestionnaire 
^ Mand-outs, brochures or special publication.-^ 
^ Departmental or classroom jxesentations 
^ S|^orts and club demonstntions or displays 
' Disj^lavs of vearbooks, school newspapers literary 
magazines 

t hiformal encf)untcrs with administration, faculty, stu- 

'ent.s, parents and alumni/ae 
^ KefreshnKMits 

• Follow-iip 
f Letters or brochures to students. 

Q t Letters or brochures to parents 
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t Letters or postcards to student relatives of alumni/ae 

or to the alums themselves 
t Holiday cards to students 
t Scholarship or financial aid information 
t Thank you s for attending 
t Invitations to subsequent student events 

A necessary in-house follow-up is the thank you to every- 
one who participated From maintenance workers who 
doubled efforts in getting the building and grounds in 
shape to parents and alumni/ae who volunteered their ser- 
vices, personal Thank You\s are in order It is probably un- 
realistic to think that you can actually hand write each per- 
son in the above group a thank you Consider purchasing 
thank you cards or designing an attractive flyer that can be 
xeroxed A personal signature can be added even on a xe- 
roxed tlyer 



Outreach to Feeder Schools, Parents and 
Parishes 

If connect'ons do not already exist, it is important to forge 
them with feeder schools, neighbors and parishes You will 
need to make overtures to people to come to your school, 
and \ou wul need to devise ways for your faculty students, 
parents and alumni/ae to get the word out about your school 
Listed bek)w are some strategies which can assist this effort 

• Coffees or cocktails at the homes of parents to wliich 
prospective parents are invited 

• (Joffees at vour school to which current parents are in- 
\ ited and asked to bring a friend 

• Individual or group lunches for feeder sch(K)l principals, 
followed bv a tour of vour school This can be especially 
helpful for new pnncijjals 

• Individual or group lunches for pastors and associates 

• (Cocktails and/or dinner for feeder school faculties or 
pastors and associates (Keep these occasions free from 
proseKli/iiig about your school Information should be 
presented in a forthright, professional manner It is help- 
ful to ha\'e faculty present for informal encounters with 



> our guests ) 
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Letters written from current studcrits to then* former 
principals, teacliers or pastors 

Informal student or parent contact with former sch(K)is 
or parishes 

H()lida\ greeting cards to feeder schools or i-)arishes 
Information packets or brochures mailed to feeder 
sciiool principals, kev facult\ members and pastors 



Records and Follow-up 

There are many wavs that an initial encounter with a pro- 
spective stiH^'^nt or parent can be followed up Tlxf list in ilie 
Open Ho: ^ section enumerates strategies for following up 
the Open H(Hise, but an\ of the recommended activities can 
be used for an\ group of students If special hnxhures are 
printed for Open House, for example, you might want to mail 
them to all of the students on your list who did fiot attend If 
parent names and addresses are available, they could receive 
your sch(X)l bulletin, parent newsletter or development office 
publication 

Keeping accurate records of the prospective students you 
encounter will enable you to do all sorts of analvsis and fol- 
low-up Devise some svstem for getting the names, addresses, 
schcK>ls and other pertinent information from those students 
who visit your sch(K)l, phone for brochures, etc These stu- 
dents can be put on your '\specral events" mailing lists for 
drama club presentations, concerns or regularlv scheduled 
sports competitions 

A computer is an extraordinarv help with data analysis. 
Transferrmg names and addresses onto mailing labels and 
cross checking for duplicates can be an enormous task if 
done by hand Computerized an admissions office is a futv^ 
necessity' Computers can produce graphs, flow charts, per- 
centages, and detailed comparisons of data It could be help- 
ful to l(K)k at some of the information college admissions of- 
fices have bc^n able to ol^tain using computers 




Evaluation 

The final process of your recruitment plan is the evaluation 
of vour efforts Go back to your written plan and the strategies 
that were added. Which ideas were acted upon^ Which were 



most successful The simple task of taking note of all the wx^rk 
your school communit}' or religious education program has 
completed should he a satisfving activity Write down the ef- 
forts you hav, made and distribute the report to administra- 
tors, facult}, pastor, parish council or board of trustees 

The final evaluation comes when students apply and regis- 
ter Did effort in a particular feeder sch(X)l pay ofP Is enroll- 
ment up in a target neighb()rh(X)d''' Have the desired changes 
in your student body been effected? Keep in mind that it may 
lake several years for a particular strateg\' to produce an ef- 
fect Printing a brcKhure and instituting a student visitor pro- 
gram may not affect enrollment the subsequent year It does, 
however, plant tne seed, and a good recruitment program 
should eventually meet vour goals 

Begin to scrutinize enrollment data each year so that you 
can lcK>k back at trends over a five or ten year period Keep 
track of feeder school enrollments so that you can factor in a 
year when the student pcx)l from which you draw is smaller 
than usual Elicit formal and informal feedback from admin- 
isrators, facult\; students, parents and alumni/ae on the prog- 
ress and effectiveness of particular activitie^s. Don't keep peo- 
ple in the dark about your progress, cushion bad news by 
emphasizing positiv^e developments 



Conclusion Student recruitment contains both a danger and a blessing 
The danger ks that in these unsteady times for education, it is 
all too easy to use sophisticated recruitment techniques to be 
selective in the kind of students we recruit We have the abil- 
it\' to direct our efforts lo the intellectually gifted and the fi- 
nancially secure In the language of our brochures, the statis- 
tics we collect and the papers in which we choose to 
advertise, we can eliminate a large chunk of our population 

The blessing in recruitment is that at its best, it requires a 
certain attitude, one that welcomes questions and appreciates 
the questioner It is an attitude that necessitates throwing 
open the door and saying, "Come in, experience our school 
from the inside'" Recruiting allows an institution to do much 
more than replenish people The constant state of readiness 
and the influx of ideas can be a breach of fresh air For all the 
fancv' talk, it is still the connections among people that pro- 
vide the essence of education That is a comforting thought 
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Appendices 



A The Negative Image 
It IS preferable to deal with a negative public image head 
on First, separate truths from rumor^ and decide whai steps 
Aptxmdix -'^^^ correct problems within the school VCliatever 

incidents, problems or policies may be r iplica.ed, don't be 
afraid to discuss them when asked Don'i becau';ht off guard: 
prei:)are what you will say ahead of time, don't be defensive 
and be prepared to sa\' what you are going to do to rectify the 
situation. If the problem is a major one, it sometimes helps to 
take the offensive Bring up the situation and place it within 
your own context Needless to say individuals deserve a cer- 
tain confidentiality In the case of uudents, you might discuss 
})()lic\' rathei than people All negative situations need to be 
h mdled with sensitivity and some measure of firesse 

When negatpe aspects arise out of misperceptions, it 1 to 
your advantage to get them out into the open Lau^h at outra- 
geous rumors rather than taking offense, this will diffuse the 
situation Be open and put the questioner at ease Thank her 
or him for asking about the situation rather than contributing 
to the problem bv perpetuating the rumor Tell key people at 
vour school, and perhaps some of your responsible students, 
about the rumor and instruct thc»m on how to respf)nd Fac- 
ulty students and parents should not kecj^ such rumors under 
\\ra}^s, \'ou can onlv cj \ on those things you know about 
C)i)cnness in itself rs a valuable siraieg\' 



ERLC 



42 



Student Recruitment Assistants 

Bin many ways students are your most effeaive recruiters. 
They can respond from experience when questioned about 
^t)Oetuiu< " '^'^^ to be a student at your school. Students unu 

stand the kinds of concerns their peers have and can usual K 
engage prospective students in conversation more easily than 
adults 

Consider organiz ng seleaed students intc a group whose 
specific responsibility is to assist with recruitment activities. 
The students receive training in public relations techniques: 
public speaking skills, the importance of their appearance 
and demeanor, the nuances involved in discussing their 
school with various publics, etc They soon develcp an atti- 
tude of awareness about public relations that allows them to 
fill any recruitment need at any time Most students enjoy and 
appreciate the opportunities to speak in public and develcp 
professional communications skills The faa that they are in- 
vited to join the group adds prestige You might even want to 
list It on their permanent records 

There are two pre-requisites for an invitation a positive, 
actively supportive attitude about the school and the ability to 
communicate to others their positive feelings This does not 
mean that only highly verbal students should be asked Your 
groi '11 benefit from the inclusion of a variety of students, 
not just the smartest and most accommodating Some tasks 
will be behind the scenes, you might even want to ask certain 
students to be responsible for certain tasks, like thank you 
notes and letters to the editor 

Since these students are vocal supporters your school, 
they must be cautioned against saying anything negative 
about another school While the school down the street might 
be a number one rival, the spirit of collegialit}' requires that 
only kind things be said about it while recruiting and in pub- 
lic situations Students are capable of going overboard in 
their likes and dislikes and need to be reminded penodically 
of appropriate behavior in this area You will find that your 
older students who have had several years of experience in a 
recruitment group will be as sophisticated as you are in their 
understanding of behavior in public They are particularly 
good at training new members ir the group 
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Listed below are a number of activities pariicularK' suited 
to student recruiters 

• Representing the school at recruitment engagements 

• Acting as ushers, hosts or iK^stesses at school events 

• Guiding tours at Open House and ror prospective stu- 
dent visitors 

• Making and returning selected phone calls 

• Providing refreshments and stafhng the refreshment 
table 

• Assisting with bulk mailings, business office activities 
and clerical tasks 

» Instructing other students on public relations and re- 
cruitment 

• Planning and helping ccxjidmate recruitment ex enis 

• Evaluating recruitment events 
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